


abortion, Ja/72 
absenteeism, D/13 
adoption, F/52 

adult day care, Ja/9, JI/17-18 


adults: 
age groups, Ja/22: attitudes, 
Ap/40-41; camping, My/14; 
disabled, Ap/33-35; 
education, Ja/30; 
households, F/55, Mr/63, 
Ap/55, My/55; marketing to, 
Je/38-41; meat eaters, Ap/8; 
middle-aged, Ja/2, F/12, 
My/2; migration, Je/46-49; 
older adults, Ap/24-30; 
pensions, JI/15; projections, 
Je/30-36; psychographics, 
My/42-43, Je/11-12: 
shopping, Ap/36-39, My/13; 
spending, My/39; students, 
Je/67; television audience, 
Mr/50-51; time use, F/33; 
VCRs, Je/14-15; young 
adults, Mr/2, Ap/2, My/24-30 


advertising 
and promotion, Mr/18-21; 
and disabilities, Ap/32-35, 


attainment, D/14; continuing 
education, F/38-39; new 
media, Je/24-29; 
newspapers. °/14-17, 53; 
spending in US vs 
international, S/13; 
television, F/4, Mr/50; to 
Hispanics, F/40-41;: to 
homemakers, Mr/6; to older 
markets, Mr/45, Ap/24, 
Je/38-41 

affluence: 
of blacks, S/33; by age, Ji/ 
24-27, of Hispanics, Ag/40- 
43; upscale market, D/11 


affluent households 
communications activities, 
S/13; credit-card use, D/11; 
marketing studies of, Ag/11- 
12; Social Register, S/47-48 
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Africa: 


AIDS, Mr/31; population, F/9, 


Ap/12 
after-tax income, Mr/57, Ap/8 
age cohorts, Ag/24, S/44 


age groups: 
advertising, Mr/50-51; 
grandparents, JI/32-35; 
household types, Ja/40-43; 
in 1990, Ja/23, 28-29; 
income, Ji/24-30; 
projections, Mr/45, Je/30-36 


aging: 
adult day care, JI/17-18; age 
structure, Ja/23; and AIDS, 
Mr/28-34; and housing, 
My/40-41; and malls, Ap/36- 
39; and living alone, Ap/55; 
and social roles, Ap/24-30; 
baby boomers, Mr/42-45; 
labor force, Ja/29; markets, 
Je/38-41; nursing homes, 
Ap/13; projections, Je/30-36; 
sports fais, Je/22; television 
audiences, Mr/50 


AIDS 
and aging, Mr/28-34; 
mapping, Ap/ 22: projection, 
Mr/11 


airline pilots, My/15 


Alabama 
at-large representation, Ap/6; 
popuiation, Ja/24-25; 
reapportionment, Ap/11-12:; 
shopping in Boaz, Ja/56 

Alaska: 
Anchorage, JI/48-49; census 
difficulties, S/51; income, 
Mr/ 57; manufacturing, 
Ja/12; median age, F/48; oi! 
spill, Je/54; population, 
Ja/24-25; reapportionment 
Ap/11-12; young adults, 
Mr/2 


alcohol: 
and smokers, F/25; health 
attitudes, Je/12; middle-aged 
culture, My/2; New Year's 
Eve, Ja/4; on campus, 
F/M, 12 


ancestry 
Iranian immigrants, My/46 


Anchorage, Alaska, J!/48 
apartments, Ap/46-47, My/23 


apparel: 
children’s and infants’, 0/8; 
household expenditures, 
N/21; in shopping malis, 
Ap/38-39; purchase 
behaviors, 0/10, 52; 
spending, F/22-26; women’s 
market, Ag/4 
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appliances: 
and men, Mr/6; and 
newlyweds, Je/4; mature 
market, Je/8, 40; spending, 
F/22-26 


aquariums, F/34-37 


Arizona: 
in-migration, Ja/58; 
manufacturing, Ja/ 12; 
population, Ja/24-25; 
Prescott, My/34; 
reapportionment, Ap/11-12; 
stadium marketing, Je/60 


Arkansas: 
percent metropoiitan, Ja/54; 
population, Ja/24-25; 
reapportionment, Ap/11-12 


armed forces, Je/63 


Asian Americans: 
in California, 0/34-37; 
census, Ja/25; estimates of, 
My/12; income, 0/30-31; 
Japanese, My/48; 
newspapers, 0/37; 
population growth, 0/26-30; 
young adults, Mr/2 


Asian and Pacific Islanders, 
Ja/25, My/12 


Asians, My/43 
assets, My/12, JI/12 
Atlanta, Georgia, S/49 


attitudes: 
and aging, Mr/42-45; 
boycotts, S/40-43; 
environmental, Ap/40-41; 
fitness, Je/11; focus groups, 
$/6; global consumers, 
My/42-43; of baby bust, Ap/ 
2; of grandparents, JI/32-35; 
of local audiences, Je/6; of 
women, JI/26-32; sixties 
legacy, Mr/14; toward 
service, JI/36-41; trends, 
Je/2 (See also lifestyles, 
psychographics) 

automobiles: 
and environment, Ap/41; 
burgler alarms, S/11-12; 
household expenditures on, 
N/20; insurance, JI/12; 
mature market, Je/40 


Autumn vacations, 0/4 
babies: 


fertility, Ja/12, Je/11; cost of, 


Ja/ 37-39; prenatal care, 
Mr/12 


baby boom: 
aging, Mr/42; beer and wine 
consumption, Mr/8; fertility 
of, Je/11; television 
audience, Mr/50-51 


baby boomers: 
department store shoppers, 
D/42-43; marketing to, S/44- 
45; median age, projections, 
S/45; in metropolitan areas, 
D/12 


baby boomiet: 
birth rates, Je/11; 
characteristics, S/4; cost of, 
Ja/36-39; size of, Mr/2; 
television audience, Mr/ 51 


baby bust: 
characteristics, Ap/2, My/24- 
30; enrollment in higher 
education, Je/67; impact on 
business, Mr/2; recruiting, 
Ja/60 


bagels, S/56 


banking, and insurance, 
Je/54, 56 


bankruptcies, My/12-13 


baseball players, places of birth, 
0/16-17 


beauty products, Mr/42-45 
beef, Ap/8, Ji/14 
beer, Ja/4, Mr/8 


beverages: 
on New Year’s Eve, Ja/4; 
spending on, F/23-26, Mr/8 


births, Ja/12-13, Je/11 


blacks: 
and cost of living, My/36-39; 
and political districts, Ap/6; 
Atlanta, S/49; dropout rate, 
$/32, 0/18; education, S/32; 
Harlem, Ag/55; health, S/10, 
N/24; in Washington, DC, 
F/45-46; income, Ja/9, S/33; 
marketing to, S/32-34; 
participation in politics, 
D/27; population, Ja/25; 
regional preferences, S/49; 
trends, D/27 


boomerang age, My/24-30 
bowling, Mr/59-60 


brand loyalty, Ap/24-30, 
D/30-35 


Buffalo, New York, Ap/45-46 


Bureau of Economic Analysis, 
redefines indicators, 0/24-25 


Bureau of Labor Statistics, 
Mr/36-40, S/17 


business travel: 
hotel industry, Ja/46-47; 
trends, Ja/44-45, D/4 


California: 
Asian population, 0/34-37; 
earthquake, Je/53; 
immigration, My/45-47; 
manufacturing, Ja/11-12: 
out-migration from, Ja/58; 
percent metropolitan, Ja/54; 
population, Ja/24-25; privacy 
legislation, Mr/24; 
reapportionment, Ap/12; 
Sacramento, 0/51; San 
Francisco, Ap/22, Je/53-54; 
San Luis Obispo-Atascadero, 
My/32-34; sister cities, 
Je/42-45 


campers, My/14 


Canada: 
lifestyle segments, My/42; 
sister cities, Je/44; -U.S. 
trade, Ap/45-46 


Canadians, N/51 

cancer, F/12-13, Mr/28-34 
CD-ROM, Ap/16, Je/16 
cellular phones, Ja/ 53 
Census Bureau, Ap/20 


census (1990): 
Alaska, S/51; data formats, 
Ap/16; postenumeration 
survey, N/12; preliminary, 
reactions to, 0/2, N/13-14; 
projections, Ja/20-30; 
reapportionment, Ap/6; 
TIGER, Je/16, 19 


Charlottesville, Virginia, 
Je/56, 58 


Chicago, Ja/26 


child care, My/11, Je/13 (See 
also day care) 


child support, My/14 


central cities, decline predicted, 
D/27 


children: 
and purchase decisions, 
Ap/14; annual spending on, 
0/8; as customers, S/36-39; 
at risk, Mr/16; cost of, Ja/38; 
effect on free time, F/30-33; 
fathers caring for, My/11; 
income, S/38; in poverty, 
F/10; of military families, 
Ja/13; population projection 
of couples with, F/55; 
restaurant visits, $/13; 
savings, S/38; shopping 
habits, S/39; spending by, 
Mr/12; time with, Je/13; use 
of computers, D/26 


China, sister cities, Je/42-45 
cholesterol, Ja/10 


Christmas: 
shopping patterns, N/4; 
spending, N/4 
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D/27; population, Ja/25; 
regional preferences, S/49; 
trends, D/27 


boomerang age, My/24-30 
bowling, Mr/59-60 


brand loyalty, Ap/24-30, 
D/30-35 


Buffalo, New York, Ap/45-46 
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Bureau of Labor Statistics, 
Mr/36-40, S/17 


business travel: 
hotel industry, Ja/46-47; 
trends, Ja/44-45, D/4 


California: 
Asian population, 0/34-37; 
earthquake, Je/53; 
immigration, My/45-47; 
manufacturing, Ja/11-12: 
out-migration from, Ja/58; 
percent metropolitan, Ja/54; 
population, Ja/24-25; privacy 
legislation, Mr/24; 
reapportionment, Ap/12; 
Sacramento, 0/51; San 
Francisco, Ap/22, Je/53-54; 
San Luis Obispo-Atascadero, 
My/32-34; sister cities, 
Je/42-45 


campers, My/14 


Canada: 
lifestyle segments, My/42; 
sister cities, Je/44; -U.S. 
trade, Ap/45-46 


Canadians, N/51 

cancer, F/12-13, Mr/28-34 
CD-ROM, Ap/16, Je/16 
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Census Bureau, Ap/20 


census (1990): 
Alaska, S/51; data formats, 
Ap/16; postenumeration 
survey, N/12; preliminary, 
reactions to, 0/2, N/13-14; 
projections, Ja/20-30; 
reapportionment, Ap/6; 
TIGER, Je/16, 19 


Charlottesville, Virginia, 
Je/56, 58 


Chicago, Ja/26 


child care, My/11, Je/13 (See 
also day care) 


child support, My/14 


central cities, decline predicted, 
D/27 


children: 
and purchase decisions, 
Ap/14; annual spending on, 
0/8; as customers, S/36-39; 
at risk, Mr/16; cost of, Ja/38; 
effect on free time, F/30-33; 
fathers caring for, My/11; 
income, S/38; in poverty, 
F/10; of military families, 
Ja/13; population projection 
of couples with, F/55; 
restaurant visits, $/13; 
savings, S/38; shopping 
habits, S/39; spending by, 
Mr/12; time with, Je/13; use 
of computers, D/26 


China, sister cities, Je/42-45 
cholesterol, Ja/10 


Christmas: 
shopping patterns, N/4; 
spending, N/4 





churches, F/41 

cities: 
and natural disasters, Je/53; 
and wildlife facilities, F/37; 
corporate development, Ap/ 
46, My/47; cost of living, 
My/36-39; governments, Ap/ 
6; MSAs, Ja/26; over one 
million, by continent, S/9-10; 
ranking small, My/32-34; 
sister cities, Je/42-45 (See 
also metropolitan areas, 
specific city names) 


clothing, Ja/56, F/22-26 
coastline population growth, N/9 
cohabitation, Ap/12 


college enrollment (See 
education) 


college students: 
computer use, F/9; spending 
habits, F/22-26 (See also 
education) 


Colorado: 
population, Ja/24-25; 
reapportionment, Ap/11-12; 
skiing, Ap/48 


computer interviewing, D/44-45 


computer mapping: 
and fighting crime, My/23; 
and tracking AIDS, Ap/22; 
programs, Ag/16-19; 
SPANS, F/20; TIGER, Je/16- 
19 


computer software: 
desktop demographic 
systems, Ja/16, Mr/22, 
Mr/52-53, D/18-19, D/21; 
expert systems, My/22, JI/ 
23; segmentation, Je/6 (See 
also computer mapping) 


computers: 
college use, F/9; databases, 
Mr/24; communication, Je/ 
24-29; trends in use, D/26; 
use by educational 
attainment, 0/16 


congressional districts, 
redistricting, Ap/6, 11-12 


Connecticut: 
population, Ja/24-25; 
reapportionment, Ap/11-12 


construction: 
growth, My/47; growth rates, 
My/40-41; social 
engineering, Ap/46-47 


consumer information: 

combining databases, Ja/14- 
16; limitations of computers, 
Mr/22; privacy concerns, 
My/18-21; privacy laws, Mr/ 
24; quality of information, JI/ 
20-22; software, My/22-23; 
using information, Ja/18 


consumer spending: 
and saving, Ap/11; in barbar 
shops ard beauty parlors, 
N/6; beer and wine, Mr/8; on 
children, 0/8; college 
education, F/6, F/22-26; 
electronic coupons, F/14; 
evaluating surveys, Ap/42- 
43; gasoline, D6; groceries, 
Ja/6; home furnishings, Je/8; 
homeownership expenses, 
$/20-23; lunch, My/8; meat, 
Ap/8; spending by age, 
N/16-23 


consumer units: 
baby boomers, Mr/8; 
college-educated 
households, F/24-25; 
households, F/6; married 
couples with children, Ja/6; 
meat-eaters, Ap/8 


corporations, names of, 0/13-14 
cosmetic surgery, Mr/42-45 
cosmetics, Mr/42-45 

coupons, electronic, F/14-16 


credit cards, use by affluent 
households, D/11 


cremation, JI/8 
crime, My/23, N/24-27, 30 


deta industry (See information 
industry) 


database marketing, My/21 


day care: 
cost, Ja/36-39; demand, 
F/24, JI/17-18 (See also 
adult day care) 


death: 
aging population, Je/30-41; 
AIDS and aging, Mr/28-34; 
older adults, Ap/24-30 


debt, My/12 


Delaware: 
banking, Je/54-56; 
population, Ja/24-25; 
reapportionment, Ap/11-12 


department stores: 
decline, Ap/36-39; spending 
in, by age, D/43; use by baby 
boomers, D/42-43 p 


desktop demographics (See 
computer software) 


Detroit: 
business potential, Ag/54-55; 
population decline, Ag/54; 
redevelopment, Ag/54-55; 
suburban growth, Ag/54 


development: 
growth, My/47; Hardees 
restaurants, F/44; hotel, Ja/ 
46; North Central Texas, Ap/ 
46; real estate, My/40 


dieting, S/13 


direct marketing: 
for education, F/38; 
promotion, Mr/18 


direct mail, supermarket use of, 
Ag/10 


disabled: 
as consumers, Ap/32-35, 
labor force participation, 
Ja/10 


disease (See health) 


District of Columbia 
black population, F/45; 
Capitol Children’s Museum, 
F/41; computerized street 
maps, Je/18; National Zoo, 
F/34-37 


divorced, Mr/63, Ap/55 
doctors, and aging, Mr/42-45 
Dollywood, Ag/51-53 

Earth Day, Ap/40-41 

eating out, junch, My/8 


economic indicators, need for 
redefinition, $/24-25 


education: 
college enrollment, My/24- 
30, Je/67; dropout rate, 
0/17-18; educational 
attainment, Ja/30, $/32; 
enrollment projections, Je/ 
67, S/4; job training, Ja/10; 
marketing, F/38-39; paying 
for, F/6; reform, Mr/16 (See 
also college students) 


elections, Ap/6, 11 
electronic coupons, F/14 


employment: 
future of, Mr/36-40; job 
turnover, Mr/16; layoffs, 
Mr/46-49; trends, D/22-27 
empty nest (See alder adults) 


entertainment: 


events preferred by parents, 


Ag/12; household 
expenditures, N/22; 
spending by singles, Ag/6-7; 
stadium attendance, Je/22; 
200 attendance, F/34-37 


Vvironmentalists: 
Earth Day, Ap/40-41; 
environmental conscious- 
ness by region, S/12; food 
boycotts, S/42-43; trends, 
D/26 


ethnic diversity, Ag/34-38, S/4 


Europe: 
economic unification, 0/38- 
40; last census, by country, 
0/41; psychographics, 
D/30-35 


European Economic 
Community: 
consumption by country, 
0/42-43; researching 
markets in, 0/40-43,54; 
statistical services, 0/38-41 


executives, Christian, Ji/12 


exercise: 
and health/safety attitudes, 
Je/11; for older market, 
Je/38-41; women, My/16 


expert systems, My/22, JI/23 


exports, as state industries, 
Ja/11 

families: 
and bankruptcy, My/12; 
California, S/2; cost of living, 
My/36-39; decision-making, 
An/14; Japanese, F/11; 
military, Ja/13; number of, 
Ja/20-30; poverty, F/10; 
redefinition, D/?; 
relationships, F/9; single- 
parent, Mr/63; size, Mr/12; 
time with children, Je/12-13; 
trends, US, S/2, D/24 

family income: 
bankruptcy, My/12; cost of 
living, My/36-39; Hispanic, 
F/40-41 

farm population, versus rural 
population, F/10 


fashion industry, and anti-aging 
attitudes, Mr/42-45 


fast food, F/44-45 


fathers: 
absentee, My/14; as particle 
market, Ag/2; time for 
children, My/11, Je/13 


female-headed families,.Mr/63 
fertility, Ja/12-13, Je/11 
financial services, Mr/40, Ap/50 
fitness, My/16, Ag/2 


Florida : 
city growth, F/12; median 
age, F/48; population, Ja/24- 
25; reapportionment, Ap/11- 
12 


focus groups, Ag/22, S/6 
food safety, S/40-43 


food: 
bagels, S/56; boycotts of, S/- 
40-43; butter purchasers, 0/ 
19; household expenditures, 
Ja/6, N/18;*safety, $/40-43 


Fortune 500 companies: 
layoffs by industry, 0/14; 
names, 0/13 


funerals, JI/8 


furniture: 
baby, Ja/35-39; newlyweds 
and mobility, Je/46-49; older 
householders, Je/8 
spending on, F/22-26 


gardening: 
in the West, Mr/57; indoor, 
Ji/18; lawn and garden 
industry, JI/40-41; older 
householders, Je/8 


gasoline, spending by income, 
D/6 


Gatlinburg, TN, Ag/51-53 

gays, and AIDS, M/28-34 

geodemographics, Je/20 

geography: 
desktop demographic 
systems, Mr/22, Mr/52-53; 
TIGER digital map system, 
Ap/18, Je/16 

Georgia : 
Atlanta, S/49; population, 
Ja/24-25; reapportionment, 
Ap/11-12 

GIS (Geographic Information 
Systems), Je/16-18, Ag/16- 
19 (See also computer 
mapping) 

galf, in North Carolina, My/50 


grancparents: 
family relationships, F/9; 
growth of, JI/2; older adult 
roles, Ap/24-30 


Great Smokey Mountain 
National Park, Ag/52-53 


grocery shopping, Ja/6, My/13 
handicapped, Ap/32-35 
Harlem, New York, Ag/55 
Hawaii: 
population, Ja/24-25; 
reapportionment, Ap/11-12 
hazardous waste sites, F/20 
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health: 
AIDS, Mr/11; AIDS and 
aging, Mr/28-34; attitudes, 
Je/11-12; baby, Ja/36-39; 
baby care, Mr/12-13, black 
vs. white, S/10, N/34; by 
income, S/10; day care, 
Ji/17; disabled, Ap/32-35; 
drinking habits, Mr/8; food, 
JI/14; health-care spending, 
Ji/11-12; jobs, Mr/40; meat 
consumption, Ap/8; 
mortality, Je/30-34; nursing 
homes, Ap/13; trends, D/25 
(See also individual 
diseases) 


health care : 
AIDS and aging, Mr/28-34; 
health-care spending, JI/11- 
12; household expenditures, 
N/23; nursing homes, Ap/13 


health insurance, D/38-41 


health maintenance organiza- 
tions, Ag/10 


hearing impaired, Ap/32-35 


heart disease: 
aging, Mr/28-34; death rates, 
N/32-34; surgery costs, 
N/34-35 


heaven, believers, JI/8 


Hispanics: 
1990 census forecast, Ja/20- 
30; affluence, Ag/40-43; 
dropout rate, 0/18; labor 
force, Mr/36-40; marketing 
to, F/40-41; participation in 
politics, D/52 


Hoboken, New Jersey, 0/50-51 
holistic marketing, Ja/18 


home buyers (See consumer 
spending) 


home furnishings (See 
consumer spending) 


home health care, Mr/28-34 
home workers, F/11 
homemakers, Mr/6 


homeowners: 
American dream, Ja/40-43; 
ex-Californians, Ja/58; 
expenditures, S/22-23; 
moving, Je/46-49 


hospitals, AIDS and aging, 
Mr/28-34 


hotels: 
business travelers, Ja/44-45; 
Hyatt, Ja/46-47 


households: 
black, S/30-32; empty nest, 
Je/8; expenditures by age of 
householder, N17-23,52; 
food spending, Ja/6, N/18; 
gasoline expenditures, D/6; 
homeownership, Ja/40-43; 
housing expenditures, N/19; 
married couples, F/55; 
median income, Ja/9; 
military, Ja/13; mobility, 
Je/46-49; paying college 
tuition, F/6; population by 
age, Ja/23; single, Ap/55; 
size changes, Ja/27-28; 
spending, F/22-26; 
transportation expenditures, 
N/20; with unrelated adults, 
My/55 





Kansas, My/47; Washington, 
D.C., F/45-46 (See also 
development) 

housing market: 
effects of demographic 
trends on, Ag/8-10; 
projected trends, My/40-41 


Houston, Texas: 
commuters, 0/25; 1990 
census projection, Ja/26; 
mass transit, 0/25 


population, Ja/24-25; 

reapportionment, Ap/11-12 
illegal aliens, Iranians in 

California, My/45 


lilinois: 
population, Ja/24-25; 
reapportionment, Ap/11-12 
immigrants: 
1990 projection, Ja/25; and 
baby boomiet, Je/11; as 
economic assets, Je/12; 


Iranians in California, My/45; 


Japanese in Tri-State area, 
My/48 


income: 
1990 household, Ja/28; and 
cost of living, My/36-39; 
definition, N/14-15; 
discretionary, Ap/14; 
Hispanic, F/40-41; 
household, Ja/9, Ji/29-30; 
young adults, My/24-30 


Indiana: 
population, Ja/24-25; 
reapportionment, Ap/11-12 
indianapolis, indiana, 0/49-50 


information industry 
mergers, Ja/14-18; small- 
area estimates, JI/20-22; 
TIGER digital map system, 
Je/16-19 


insurance: 
health, Mr/28-34, D/12: 
spending and education, 
F/22-26 
insurance industry: 
banking and, Je/55; effect of 
AIDS, Mr/11; marketing 
strategies, D/38-41; use of 
geodemographics, D/38-41 
internal Revenue Service, Mr/24 
international marketing: 
Europe, 0/20-23, 38-43; 
segmenting, My/42-43 
interviewing (See computer 


interviewing and telephone 
interviewing) 


lowa: 
population, Ja/24-25; 
population decline, JI/47; 
51; reapportionment, 
Ap/11-12 
Iranian immigrants, My/45 
Irving, Texas, Ap/46 
Japanese, F/11, My/48 
Jonesborough, Tennessee, 
0/47-49 
Kansas: 
Overland Park, My/47; 
population, Ja/24-25; 
reapportionment, Ap/11-12 
Kansas City, My/47 


Kentucky: 
Louisville, N/48-51; 
population, Ja/24-25; 
reapportionment, Ap/11-12 


labor force: 
and building decline, My/40; 
disabled, Ap/32-35; 
employment opportunities, 
N/55; immigrants in, Je/12; 
job turnover, Mr/16; layofts, 
0/14-15; projections for 
2000, Mr/36-40; trends, 
D/22-27; young adults in, 
My/24-30 

landscaping, S/23, 52 

layoffs, Mr/46-49, 0/14-15 

leisure: 
activities, N/36-39; and 
bowling, Mr/59; attitudes, 
toward, N/36-39; lack of, 
F/30-33; older adults, Ap/24- 
30, Je/38-41; spending 
N/38; time-use surveys, N/39 


life expectancy, Ja/10, Je/30-36, 
0/19, D/25 

life insurance, and AIDS, Mr/11 

lifestyles: 
acronyms, Je/50-51; 
Hispanics, F/40-41; leisure, 
F/30-33, N/36-39; lifestyle 
analysis, $/44-45, D/22-27; 
of pilots, My/15; of young 
adults, My/24-30; older 
adults, Ap/24-30, Je/38-41; 
watching television, S/24-27 
(See also attitudes, 
psychographics) 

liquor, Ja/4 

young 


living arrangements, 
adults, My/24-30 
Los Angeles: 
1990 census forecast, Ja/26; 
Iranian immigrants in, 
My/45-46 


lotteries, JI/13 

Louisiana: 
population, Ja/24-25; 
reapportionment, Ap/11-12 

Louisville, Kentucky, N/48-51 


lunch spending, My/8 


and the educated, F/22-26; 
business reporting, My/14; 
disabled and, Ap/32-35; 
Hispanic, F/40; new 
magazines, directories of, 
0/13; reading habits, 
My/6-7; Sunset, Mr/57 
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Maine: 
population, Ja/24-25; 
reapportionment, Ap/11-12 
malls {See shopping centers) 
manufacturing: 
and layoffs, Mr/46-49; 
export-related, Ja/11; US- 
Canadian, Ap/45 


mapping (See computer 
Mapping) 


market analysis: 
desktop demographic 
system, Mr/52-53; expert 
software system, JI/23 


market fragmentation, trends, 
Ag/12 


market research: 
attitudes vs. behavior, Ag/22; 
desktop demographic 
system. Mr/22; focus 
groups, S/6; privacy 
concerns, My/18-21 


market segmentation: 
desktop demographic 
systems, Mr/52-53; 
limitations of, Je/38-41 


marriage: 
and cohabitation trends, 
Ap/12; median age, Je/12; 
wedding products/sources, 
Je/4 


married couples: 
number of, Ja/27: household 
projections, F/55 


Maryland: 
population, Ja/24-25; 
reapportionment, Ap/11-12 


mass transit, 0/25 


Massachusetts: 
population, Ja/24-25; 
reapportionment, Ap/11-12 


mature market: 
characteristics of, Je/38-41; 
projections of, Je/30-36; 
shopping trends, Ap/36-39 
(See also older adults) 

meat eaters, Ap/8 

media: 
and census, JI/22: anid 
Hispanic marketing, Mr/50- 
51; disabled in, Ap/32-35; 
interactive telecommunica- 
tions, Je/24-29; printed, 
trends in, My/6; television as 
marketing tool, Je/6; 
television viewing habits, 
F/4; trends, D/27 


Medicare, and nursing hames, 
Ja/9 


medicine: 
AIDS and aging, Mr/28-34; 
babies, Ja/35-39 

men: 
attitudes toward family life, 
0/13; barbershops vs. 
beauty parlors, N/o; 
homemakers, Mr/6; 
population, Ja/29; 
retirement, D/11; satisfaction 
with their lives, N/9-10; self 
image, D/12; values and 
behavior, 0/18 


metropolitan areas: 
AIDS in, Mr/28-34; cost of 
living, My/36-39; Florida 
growth, F/12; population 
projections, Ja/20-30, D/55; 
ranked by employment 
opportunities, N/55; TIGER, 
Je/16-19 


Mexican Americans, marketing, 
F/40-41 


Mexico, F/40-41, Je/42-45 
Michigan: 
population, Ja/24-25; 
reapportionment, Ap/11-12 


micropolitan areas, My/32-34 


Middle Atlantic, population, 
Ja/24-25 


middle class: 
and college tuition, F/6; and 
environmental movement, 
Ap/40-41; mobility, Je/46-49 


Mideast region, population, 
Ja/24-25 


Midwest: 
adult day care, JI/17; cost of 
living, My/36-39; 
environmental conscious- 
ness, Ap/40; fast food, F/44; 
funeral expenses, JI/8; 
micropolitan areas, My/32- 
34; Omaha, Nebraska, Ap/50; 
population, Ja/20-30, Ag/58; 
rural land giveaway, JI/47-48 

migration: 
1990 census data release, 
Ap/19; black, S/49; ex- 
Californians, J2/58; mobility, 
Je/46-49; western U.S., 
Mr/57, JI/47-48 


military, families, Ja/13 
millionaires, JI/12 


Minneapolis, Minnesota, 
N/45-47 


Minnesota: 
Minneapolis, N/45-47; 
population, Ja/24-25; 
reapportionment, Ap/11-12 


minorities, and redistricting, 


Mississippi: 
median age, F/48; 
metropolitan/rural 
population, Ja/54; 
population, Ja/24-25; 
reapportionment, Ap/11-12 
Missouri: 
population, Ja/24-25; 
reapportionment, Ap/11-12 
mobility: 
economic, D/15-16; 
occupational, young adult, 
My/24-30; trends, Je/46-49 
(See also migration) 


money income, Ja/9 


Montana: 
population, Ja/24-25; 
population decline, F/43; 
reapportionment, Ap/11-12; 
unemployment, F/44 
Mormons, N/47-48 
mortality: 
and AIDS, Mr/28-34; 


attitudes about, JI/13; funeral 
costs, JI/8; rates, Je/30-36 


mortgages, Ap/19 


mothers: 
lack of leisure F/30-33; 
Mother's Day, My/4; time 
with children, Je/13 


movies, Je/14 


moving: 
ex-Californians, Ja/58; 
trends, Je/46-49 (See also 
migration and mobility) 


MTV, Je/24-29 


music: 
country, JI/45; in Hispanic 
marketing, F/40-41; 
preferences, Ag/48-49; radio 
listening trends, Mr/11 


National Crime Survey, N/27, 30 


Nebraska: 
Omaha, Ap/50; population, 
Ja/24-25; reapportionment, 
Ap/11-12 


net worth, bankruptcy, My/12 


Nevada: 
industries, D/47-48; 
population, Ja/24-25; 
reapportionment, Ap/11-12; 
tourism, D/47-46 


New England: 
adult education, Ap/24-30; 
cost of living, My/36-39; 
labor shortages, Ja/60; 
metropolitan areas, My/32- 
24; millionaires in, JI/12; 
population, Ja/24-25 


New Hampshire: 
Concord, My/34; prenatal 
care, Mr/12; population, 
Ja/24-25; projections, JI/55; 
reapportionment, Ap/12 


New Jersey: 
Hoboken, 0/50-51; percent 
metropolitan, Ja/54; 
population, Ja/24-25; 
reapportionment, Ap/12; 
teleport impact, F/46-48 


New Mexico: 
Las Cruces, My/53; 
population, Ja/24-25; 
prenatal care in, Mr/13; 
reapportionment, Ap/12; 
sister cities, Je/44 


ow Year's Eve: 
dining out, Je/4; in 1999, 
Ja/2; time use, Ja/4 


New York: 
AIDS, Mr/28-34; Buffalo, Ap/ 
45-46; population, Ja/24-26; 
projections, JI/55; 
reapportionment, Ap/11-12; 
Niagara frontier, Ap/45-46; 
sister cities, Je/44-45; 
teleport, F/46-48 


New York City: 
AIDS, Mr/28-34; Harlem, 
Ag/55; Japanese in suburbs, 
My/48; population, Ja/26; 
sister cities, Je/44; teleport, 
F/46-48 


newlyweds, Je/4, 12 


Newspaper Advertising Bureau, 
F/17 





newspapers: 
and disabilities, Ap/35; and 
new media, Je/24-29; and 
reading habits, My/6-7; 
Asian American, 0/37; as 
source of business news, 
My/14; electronic formats, 
D/26; impact of electronic 
coupons, F/14-17; in an 
information environment, 
$/14-17; market fragmenta- 
tion, S/16-17; St. Louis Sun, 
$/18 


NIMBY (not in my backyard), 
0/15-16 


nonfamilies: 
homeownership, Ja/43; 
household projections, 
Ap/55, My/55; population, 
Ja/27 


nonmetropolitan areas: 
cost of living, My/39; 
population, Ja/26 


North Carolina: 
population, Ja/24-25; 
reapportionment, Ap/11-12; 
redistricting, Ap/6; Sandhills 
region, My/50-51 


North Central, Ja/24 (See also 
Midwest) 


North Dakota: 
population, Ja/24-25; 
reapportionment, Ap/11-12 


Northeast: 


cost of getting along, My/36- 


39; environmental concern, 
JI/49-50; tuneral costs, JI/8; 
labor shortages, Ja/60-62; 
population decline, Ja/24-25 


nostalgia: 
in positioning strategy, 
Je/63; music and television, 
Mr/51 


nursing, employment growth, 
Mr/40 


nursing homes: 
average stay, Mr/30, Ap/13; 
industry, Ja/9-10 


nutrition: 
and business travel, Ja/47; 
attitudes toward, Je/11-12; 
restaurant orders, JI/14 


occupations: 
flexible schedules, Je/13; in 
2000, Mr/36-40; of young 
adults, My/30. 52; turnover, 
Mr/16-17 

Ohio: a 
bowling, Mr/59-60; cellular 
telephones, Ja/53-54; 
population, Ja/24-25; 
reapportionment, Ap/11-12 


oil, Exxon Valdez spill, Je/54 


Oklahoma: 
population, Ja/24-25; 
reapportionment, Ap/11-12 


older adults: 
attitudes, Ag/12; lifestyle, 
Ap/24-30; population 
growth, Je/30-36; 
psychological analysis, 
Ag/10 (See also mature 
market) 


Omaha, Nebraska, communica- 
tions industry, Ap/50-51 


on-the-job training, Ja/10-11 
online services, Je/24-29, D/26 
Oregon: 
immigrants from California, 
Ja/58; population, Ja/24-25, 
0/52; reapportionment, 
Ap/12 
outlet stor=s, D/49 


Overland Park, Kansas, growth, 
My/47 

Pacific census division, 
population projection, 0/52 

parents: 
as particle market, Ag/2; 
entertainment, Ag/12 (See 
also mothers, fathers) 


particle markets, Ag/2, Ag/19-25 
patriotic marketing, JI/6 


Pennsylvania: 
Philadelphia, Ja/9-10, Ja/26; 
population, Ja/24-25; 
Reading, D/49; 
reapportionment, Ap/11-12 


pensions: 


decline in coverage, JI/15-16; 


spending on, F/25-26 
pesticides, JI/50 
Philadelphia, Ja/9-10, Ja/26 
photography, Mr/13 
pilots, My/15-16 


politics: 
Congressional seats, Ap/11- 
12; redistricting, Ap/6 


population growth: 
1980-90, Ja/20-30; by age, 
Je/23; international 
pressures, Ap/12; Overland 
Park, Kansas, My/47-48; 
states and regions, JI/55, 
Ag/58, S/55, 0/52 


population projections: 
college students, Je/67; 
elderly, Je/32, 36; Midwest, 
Ag/58; models, Ag/12-13; 
MSAs, D/55; Northeast, JI/ 
55, Ap/55; South, S/55; to 
1990, Ja/20-30; West, 0/52 


poultry, Ap/8 


poverty: 
census definition, N/14; 
handicapped, Ap/34; young 
families, F/10 


prenatal care, Mr/12-13 


privacy: 
database, My/18, 20-21; 
laws, Mr/24 


productivity, My/40 
professionals, Je/51 
promotions, Mr/t8 


psychographics: 
in brand advertising, D/30- 
35; international, My/42-43, 
D/8; of apparel purchase 
behavior, 0/10, 52; of 
clothing buyers, 0/10; of 
home buyers, Je/49; of men, 
0/18: of older adults, Ap/24- 
30; of radio markets, Je/6; 
past and future, D/30-35; 
projective techniques, D/30- 
35 (See also attitudes, 
lifestyles) 


public television, F/4 
Puerto Ricans, F/40 


race: 
and cost of living, My/39; 
and labor force, Mr/36-40; 
population by, Ja/20-25 (See 
also specific groups) 

radio: 
audience marketing, Je/6, 
D/21; formats, Mr/11; source 
for news, My/14 


reading: 
spending on, F/22-26; time 
spent, My/6 


Reading, Pennsylvania, D/49 


real estate: 
glut, My/40-41; shopping 
center decline, Ap/37-39 


reapportionment, Congressional 
seats, Ap/11-12 


recreation: 
bowling, Mr/59-60; 
children’s influence in, 
Ap/14-15; spending, F/2 (See 
also entertainment, leisure) 


redistricting: 
Congressional seats, Ap/11; 
lawsuits, Ap/6; use of TIGER 
for Congressional 
redistricting, Je/19 


regions: 
cost of getting along, My/38; 
golf by region, My/50-51; 
1990 population forecast, 
Ja/24-25; projections, JI/55, 
Ag/58, S/55, 0/52; the West, 
Mr/57 


religion, fundamentalist beliefs, 
N/11 


restaurants: 
children’s visits, S/13; 
Hardee’s, F/44-45; healthy 
eaters, JI/14; household 
spending by education, F/25; 
household spending by type, 
Ja/6 


retail sales, in Johnson City, 
Kansas, My/48 


retailing: 
in 1990s, My/41; shopping 
center decline, Ap/36-39 
(See also shopping centers) 


retired persons: 
productions and services for, 
Je/38-41; projections, D/25; 
roles played by, Ap/24-27 


retirement: 
as market segment, Ap/24- 
27; early, Ja/28-29, Mr/39; 
housing, My/41; plans and 
expectations, JI/13-14; 
purchase of household 
furnishings, Je/8; returning 
to work, D/11; sense of 
purpose, Je/40-41; Social 
Security, 0/19; trends, D/25 


Rhode Island: 
population, Ja/24-25; 
reapportionment, Ap/11-12 
rural areas: 
family income, My/38; 
growth trends, F/10; state 
ranking, Ja/54 


rural population, F/10 


Sacramento California, as 
retirement haven, 0/51 


St. Louis Sun, S/18 


Salt Lake City: 
economic growth, N/47; 
Mormon cultural influence, 
N/47-48 


San Francisco: 
mapping to target AIDS 
education, Ap/22; natural 
disaster marketing, Je/53-54 


sandwiched generation, D/13 
Satellite dishes, F/46, Ag/13-14 


savings: 
baby-boom projections, 
Ap/11; increase in income, 
Ap/14 , see a/so consumer 
spending) 


scanner data, expert systems, 
My/22-23, JI/23 


schools: 
American compared with 
Japanese, My/12; 
boomerang aged, My/3¢:; 
college enrollment 
projections, Je/67; 
enroliment, S/4; pictures 
Mr/13; reform, Mr/16 


seasonal workers, Mr/46-49 
seasons, Spring, Mr/6 


segmentation: 
desktop systems, Mr/52; 
geodemographic systems, 
Je/20; international, My/43; 
older market, Je/38-41: 
particle markets, Ag/2; use in 
broadcasting, Je/6 


self-empioyment , F/43 


shopping: 
behavior, 0/44-45, D/14; 
evening, Mr/12; food, Ja/6, 
My/13-14; mall develop- 
ment, My/41; videotext 
systems, Je/24-29 


shopping centers: 
decline in popularity, Ap/36- 
39; development, My/41, 
N/45-47; site selection, 
Mr/22; shoppers, Ap/36-39, 
Ag/15, 0/44-45 


shopping fatigue, Ap/36-39, 
0/44-45 


single source, Mr/18-21, Ap/18 


single-parent families: 
food spending, Ja/6; 
projected growth, Mr/63 


sister cities, Je/42-45 
site evaluation, Mr/22 


site selection: 
desktop system purchasing, 
Mr/53; mall, Mr/22 


sixties, Mr/14 

skiing, Ap/48, N/51 
small cities, My/32-34 
smokers, F/12 
snacking, Ag/15 


Social Security, confidence in, 
0/19 


Social Register, S/47-48 
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South: 
adult day care, JI/17; 
attraction for blacks, $/49; 
golf in Carolinas, My/50-51; 
population, Ja/24-25; 
population growth 
projection, S/55 


South Carolina: 
population, Ja/24-25; 
reapportionment, Ap/11-12 


South Dakota: 
population, Ja/24-25; 
reapportionment, Ap/11-12; 
retailers in, D/50 


Southeast, population, Ja/24-25, 
$/55 


Southwest, population, Ja/24- 
25, 0/52 


Soviet Union, time use in, S/9 
spas, Mr/42-45, S/13 


spending money: 
beer and wine, Mr/8; college 
tuition, F/6; food, Ja/6; 
funerals, JI/8; increase in 
income, Ap/14; lunch, My/8; 
meat, Ap/8; of older adults 
on homes, Je/8 (See also 
consumer spending) 


sports: 
facilities, 0/49-50; Hispanic 
oriented, F/41; stadium 
marketing, Je/22; tennis, 
Ag/15 


Standard Industrial Classifica- 
tion, need for redefinition, 
$/24-25 


state data centers, Ja/22 


state populations, Ja/24-25 (See 


also population projections) 
Staten Island, F/46, 48 
storytelling, 0/47-49 
students: 
and college tuition, F/6; 
attitudes of college 
freshmen, Ap/2; continuing 
education, F/38-39; high 
school, My/12; in the home, 
My/24-27; older, Ap/27, 30; 
projection, college, Je/67 
(See also education) 


suburbs: 
black population in, F/45-46; 
. shopping centers in, Ap/36 


suicide, Je/14 
summary tape files, Ap/16-20 


supermarket advertising: 
shift from newspapers, 
Ag/10; targeted direct mail, 
Ag/10; vs. promotion 
Mr/18-21 


supermarkets: 
and food spending, Ja/6; and 
older adults, Je/41; 
electronic coupons, F/14-17; 
green shoppers, JI/49-50; 
paper vs. plastic bags, D/13; 
shoppers, F/32 


surveys: 
and privacy, My/18; declining 
response rates, D/19-20; 
population estimates from, 
JI/20; psychographic, My/43, 
Je/6 


swimming pools, S/13 





target marketing, Mr/18, Je/20, 


Ag/10 


taxes, My/36-39 
technology 


and privacy, Mr/24, My/18; 
consumer behavior 
monitors, F/18; for disabled, 
Ap/32-35; single source, 
Mr/18; telecommunication, 
Je/24-29- TIGER, Je/16 


teenagers: 
buying power, S/13; 
international, Ji/11; social 
attitudes, by gender, S/13; 
spending power, Mr/12 


telecommunications: 
and rural employment, 
Ap/48; as fifth medium, 
Je/24-29; cellular, Ja/53; 
network, F/46 


telephone interviewing: 
computer-assisted telephone 
interviewing (CAT!), S/17; 
government use of, S/17 


telephones 
cellular, Ja/53; market for, 
F/11; spending on, Je/8 


television 
as news source, My/14; 
audience marketing, Mr/50, 


Je/6; effect on reading, My/6; 


spending on, F/22-26, Je/8; 
time spent viewing, S/24-27; 
watching, F/4, Mr/12, S/26- 
27 


television networks, audience 
marketing, Mr/51 


Tennessee 
Jonesborough, 0/47-49; 
population, Ja/24-25; 
reapportionment, Ap/11-12 


tennis, Ag/15 


Texas 
export-related jobs, Ja/11; 
Houston, Ja/26, 0/25; 
immigrants from California, 
Ja/58; North Central 
development, Ap/46; 
population, Ja/24-25; 
reapportionment, Ap/11-12 


TIGER, Je/16, Ag/16-19 


time use 
free time, F/30-33, N/36-39; 
in California, JV/52-53; 
reading, My/6; Soviet Union 
vs. US, S/9; surveys, N/39; 
television viewing, S/24-27 


tobacco 
spending on, F/25; use, F/13 


tourism 
Catskills, Mr/58; golf resorts, 
My/50; international visitors, 
Ag/44-47, N/51; Vermont, 
N/51; wildlife facilities, F/34- 
37; Wyoming, Ag/53 

toys 
spending for babies, Ja/37 
what grandparents buy, 
Ap/30 


traditional families, My/17, Ji/22 
transportation 


travel: 
aged 55 to 64, Je/8; and 
TIGER, Je/19; business, 
Ja/44-47, D/4; college- 
educated household 
spending, F/22; elderly, 
Je/ 41; in Winter, D/4; 
spending by Westerners, 
Mr/57; tourism, Je/68 


travelers: 
business, Ja/44-47; tourism, 
Je/68; wealthy Japanese, 
My/50 

trucks, spending by college- 
educated householders, F/25 

U.S. Travel Data Center, Ja/44, 
Je/51 


unemployment: 
and New England, Ja/60; in 
Montana, F/44; in Omaha, 
Ap/52; ii Wilmington, 
Delaware, Je/54; layoffs, 
Mr/46; rate in U.S., Je/14-15 


upscale market, D/11 


urban areas: 
growth in U.S., F/10; moving, 
Je/48 (See also metropolitan 
areas) 


urbanization, Ap/12, S/9-10 


Utah 
median age, F/48; 
population, Ja/24-25; 
reapportionment, Ap/11-12: 
Salt Lake City, N/47-48 


utilities: 
environmentalism, Ap/41; 
spending by coliege- 
educated householders, 
F/25-26; TIGER, Je/18 


vacations, in Autumn, 0/4 


values (See attitudes, lifestyles, 
psychographics) 

VCRs. 
among elderly, Je/40-41; 
ownership, Je/14; people 
aged 18 to 29, Je/14 
viewing, F/4 


Vermont: 
Canadian skiers, N/5*; 
international tourism in, 
N/51; labor shortages, Ja/60, 
62; population, Ja/24-25; 
reapportionment, Ap/11-12: 
wages, Ja/60 

veterans, Ja/9, Ja/45 

videotape rentals, Je/14 


Virginia: 
Charlottesville, Je/56, 58; 
population, Ja/24-25; 
reapportionment, Ap/11-12 
vital statistics: 
and smoking, F/13; births, 
Je/11 


volunteering, Ap/27 
voting, districting, Ap/6 
Warsaw, Indiana, Je/58 


Washington: 
ex-California homeowners, 
Ja/38; population, Ja/24-25; 
projection, 0/52: 
reapportionment, Ap/11-12 


Washington, D.C. (See District 
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waste management, F/20 
water pollution, Ap/40-41 
wealth, D/16-17 

weddings, Je/4 (See also 


marriage) 


West 


best small cities, My/32-34; 
cost of living, My/36-39; 
environmental attitudes, 
Ap/41; funeral costs, JI/8; 
population, Ja/24-25, 0/52; 
sister cities, Je/42-45; 
Sunset magazine, Mr/57 


West Virginia: 


brain drain, Mr/55-56; 
education, Mr/16; 
Morgantown, My/34; 
population, Ja/24-25; 
reapportionment, Ap/11-12 


widowed: 


projections, Je/36; reading 
habits, My/6-7 


wildlife, zoos, F/34-37 
wine, Ja/4, Mr/8 
Wisconsin: 


Marshfield-Wisconsin 
Rapids, My/32-34; 
population, Ja/24-25; 
reapportionment, Ap/11-12 


women: 


apparel market, Ag/4; as 
homemakers, Mr/6; attitudes 
ioward work and home, 
Ag/26-29, 32; individuality, 
Ag/8; leaders, as particle 
market, Ag/2; participation in 
labor force, D/27; 
participation in politics, 
D/27; satisfaction with their 
lives, N/9-10 


work schedules, and time for 


kids, Je/13-14 


workers: 


and disabilities, Ap/32-35; 
and lunch market, My/8; as 
particle market, Ag/2; baby 
bust, Ja/60, 62; business 
travel, Ja/44; job turnover, 
Mr/16-17; labor force by age 
and sex, Ja/29; labor force 
projections, Mr/36-40; 
layoffs, Mr/46-49: median 


age, JI/18; pension coverage, 


Ji/15-16 (See also labor 
force) 


working mothers, F/30-33, 


My/4, Ag/29, 32 


world population, F/9 
Wyoming: 


economy, Ag/53; median 
age, F/48; population, Ja/24- 
25; reapportionment, Ap/11- 
12; tourisum, Ag/53 


Year 2000: 


baby boomers, JI/2; 
households, F/55, Mr/63, 
Ap/55, My/55; labor force, 
Mr/36-40; mature market, 
Je/30-36; New Year's, Ja/2; 
spending on alcohol, Mr/8 


Yellow Pages: 


electronic, in France, Je/27, 
60; Iranian, in Los Angeles, 
My/46 


young adults: 
activists on campus, Ap/2; 
boomerang generation, 
My/24-30; interest in current 
affairs, N/2; population, 
Ja/20-30, Mr/2 


youth: 
global teenagers, JI/11; in 
labor force, Mr/36-40; 
television audience, Mr/50- 
51 (See also children) 


yuppies, Je/51 


zip code: 
census files, Ap/19-20; site 
location, Mr/22 


2008S, F/34-37 


THOR 
INTL 
NUH 


Allen, James P. and Eugene 
Turner. Where Diversity 
Reigns, Ag/34-38 


Ambry, Margaret. The Age of 
Spending, N/16-23, 52; How 
to Age Profitably, S/44-45 


Arthur, Caroline. By the Beautiful 
Sea, N/9; The Cholesterol 
Market, Ja/10; Paper or 
Plastic, D/13 


Axelrod, Joel and Eugene H. 
Fram. The Distressed 
Shopper, 0/44-45 


Baker, Ross K. Back to Basics, 
Mr/64; Bagelgraphics, S/56; 
Bay State Buy-Out, Ap/56; 
Free Bunch, Ag/60; Frontiers 
in Tourism, Je/68; The Gifts 
of Christmas Past, D/56; 
Homeless Phone Calls, 
My/56; Museum Pieces, 
Ja/72; PRiZMer of Love, F/ 
56; Reductio Ad Absurdum, 
N/56; Shrink Wrap, 0/56; 
Title Search, JI/56 


Balazs, Anne L. and Charles D. 
Schewe. Get in Position for 
the Older Market, Je/38-41, 
61; Playing the Part, Ap/24- 
27, 30 


Bellows, Henry. The Sun Sets on 
a New Newspaper, S/18 


Berry, Leonard L. Market to the 
Perception, F/32 


Braus, Patricia. What is Good 
Service? JI/36-39; The Who 
and Where of Heart Disease, 
N/32-35, 52-53 


Cain, Steve. Boom in Boaz, 
Ja/56, 58 
Charboneau, F. Jill. All Aboard 


the Train, Ja/10-11; Fit and 
Fat, Je/11-12 


Cook, Adrienne. Digging for 
Dollars, JI/40-41 


Crispell, Diane. Birth Bananza, 
Je/11; Boys and Girls, S/12; 
Guppies, Minks, and Ticks, 


Je/50-51; Home Run, S/20- 
23, 52; Tarzan of the 
Foodmart, My/13-14; 
Workers in 2000, Mr/36-40 


Cutler, Blayne. The 


Charlottesville Difference, 
Je/56, 58; A Divine Bottom 
Line, JI/12; Enlightened 
Orphans, Mr/16, The Fifth 
Medium, Je/25-29, 60; Fit at 
Your Desk, D/13; Flamingos 
of the Heartland, S/50-51; 
The Folk Tale Market, 0/47- 
48; Free to Be, Ap/12; 
Getting Ahead in Slippers, 
F/11; Health Scare, JI/11-12:; 
High Frequency, Mr/11-12; 
In One Russian Day, S/9; 
Man of the 90s, 0/18; Meet 
to Eat, F/11; Nasty 
Neighbors, 0/17-18; 
Opportunity in Opryland, 
JW/45-47; Our African Future, 
F/9; Paper Tigers, JI/12-13; 
Reaching the Real Europe, 
0/38-43, 54; The Road 
Business, Ja/44-45; Rock-A- 
Buy Baby, Ja/35-39; The 
Sixties Legacy, Mr/14, 16; 
The Tenth Shift, 0/16; Under 
the Microscope, Ag/11-12; 
Wanted: More Irving Berlins, 
Je/12; Where Does the Free 
Time Go? N/36-38; Why 
Johnny Can't Compete, 
My/12; Working Myths, JI/18 


Danbom, Dan. Get in Line, 


My/11 


Del Prete, Domi. Demographics 


by Dogsled, S/51 


Edmondson, Brad. Ageless 


Again, Ag/10-11; AIDS and 
Aging, Mr/28-31, 34; 3ible 
Belt’s Mecca, Ag/51-53; 
Body Parts, 0/13; Celebrate 
75, JI/13-14; Eight Years in 
the Home, Ap/13; Hail to the 
Chief, F/11-12; Help 
Desperately Wanted, Ja/60, 
62; | Know What Flyboys 
Want, My/15-16; It’s Still a 
Man’s World, N/9-10; No 
Sure Thing, Ja/9-10; 
Quebec's Playground, N/51; 
Sampling the Upper Crust, 
$/47-48; This is a Baby- 
Boom Town, D/12; Wealth at 
Your Fingertips, D/16; When 
| Was 17, Ji/11; Where’s the 
Day Care? JI/17-18 


Exter, Thomas. Advertising and 


Promotion: The One-Two 
Punch, Mr/18, 20-21; Alone 
at Home, Ap/55; And the 
Winners Are, Ap/11; Beauty 
and the Beast, N/6; Best 
Metros (or Jobs, N/55; 
Entertaining Singles, Ag/6-7: 
Feathering the Empty Nest, 
Je/8; Feeding Frenzy, Ja/6; 
How Big Will the Older 
Market Be? Je/20-33, 36; 
Kid's Stuff, 0/8; Let Them 
Drink Wine, Mr/8; Let’s Do 
Lunch, My/8; Look Ma, No 
Spouse, Mr/63; Married, 





with Kids, F/55; Meat Eaters, 
Ap/8; Metros on the Skids, 
D/55; The Midwest in the 
1990s, Ag/58; The Northeast 
in the 1990s, JI/55; Older 
and Wiser, Je/67; The South 
in the 1990s, S/55; The 
Survey that Measures the 
Census, N/12-14; The West 
in the 1990s, 0/52; Who 
Pays for College? F/6; Who 
Are You Living With? My/55; 
Who Gets Pumped? D/6 


Exter, Thomas and Judith 
Waldrop. What the 1990 
Census Will Show, Ja/20-30 


Fost, Dan. Business Software: 
Keep it Simple, Make it Fun, 
D/18-19; California's Asian 
Market, 0/34-37; Computers 
and Legwork Cut Crime in 
Minneapolis, My/23; Iranians 
in California, My/45-47; Life 
After Shuffleboard, 0/50; A 
Natural Money-Maker, 53- 
54; Nevada Without 
Gambling, D/47-48; 
Newspapers Enter the Age of 
information, S/14, 16-17; 
The Next Generation of 
Computer Mapping, Ag/16 
18-19; Privacy Concerns 
Threaten Database 
Marketing, My/18, 20-21; 
Stadium Marketers Go Soft, 
Je/22, 60; Using Maps to 
Tackle AIDS, Ap/22 


Fram, Eugene H. and Joel 
Axelrod. The Distressed 
Shopper, 0/44-45 


Francese, Peter. Perspective: 
Peter Francese, American 
Demographics, Ja/17-18 


Hamel, Ruth. Raging Against 
Aging, Mr/42-45; Winning 
the Wild West, Ag/53 


Hamel, Ruth and Tim Schreiner. 
A Coalition That Could 
Transform L.A. Politics, 
D/52; Alaska’s Gotham, 
Ji/48-49; At the Summit, 
Ap/48, 50; Brigham Young 
Meets Madonna, N/47-48; 
Equity Refugees, Ja/58; The 
West is the Best, Mr/57; 
Where Have All the Cowboys 
Gone? F/43-44 


Hardy, Ed. The Catskill 
Commute, Mr/58-59; Eco- 
Entrepreneurs, JI/49-50; 
Shopping Mills, D/49 


Howard, Mike E. Las Colinas: 
Selling the Aura, Ap/46-47 


Hughes, James W. and George 
Steriilieb. Demographics vs. 
Development, My/40-41; 
Home Steep Home, Ja/40- 
43, 64 


Jackson, Trina. For Better and 
Worse, Mr/13-14; Major 
Dad, Ja/13 


Kirchner, Russell J. and Richard 
K. Thomas. New Market for 
Health Insurance, D/38-41 


Larson, Jan. Expert Systems 
Save Time, JI/23; Farewell to 
Coupons? F/14, 16-17; In 
Houston, Marketing at the 


Bus Stop, 0/25; Never Make 
a Move Too Soon, Mr/22; 
TIGER Opens New Mapping 
Vistas for Businesses, 
Je/16,18 


Lee, Tony. Here Comes the Pink 
Slip, Mr/46-49; What 
Layoffs? 0/16-17 


Lino, Mark. The $3,800 Farewell, 


J/8 


Long, Larry. Americans on the 
Move, Je/46-49 


Maines, John. A Tale of Two 
Districts, F/45-46; 
Wilmington: BMW or Edsel? 
Je/54, 56 


Maines, Russ. Partners in Profit, 


N/48, 50-51 


Marsh, Ellen. Betting on Betty, 
Ag/12; Which One Are You? 
JW/14 


McNeal, James. Children as 
Customers, S/36-39 


Mueller, William. Who's Afraid 
of Food? $/40-43 


Nelson, Andrew J. Going Wild, 
F/34-37, 50 


O'Hare, William. A New Look at 
Asian Americans, 0/26-31; 
The Rise of Hispanic 
Affluence, Ag/40-43; What 
Does it Take to Get Along? 
My/36-39 


O'Neil, Kathleen and Bickley 
Townsend. American 
Women Get Mad, Ag/26- 
29, 32 


Paul, Andrew M. How to Buy a 
Desktop Demographic 
System, Mr/52-53 


Piirto, Rebecca. Chatting Up 
Customers, S/6; Clothes 
With Attitude, 0/10; Global 
Psychographics, D/8; A 
Mass Medium Aims at Small 
Segments, D/21; Measuring 
Minds in tine 1990s, D/30- 
35; Pulse of the City, Je/6 


Pyle, Diane L. How to Interview 
Your Customers, D/44-45 


Rawn, Cynthia Dunn. From 
Smokestacks to Stadiums, 
0/49-50; Marketing Spare 
Time, Mr/59-60; Wal-Mart 
vs. Main Street, Je/58-59 


Riche, Martha Farnsworth. The 
21st Century Census, Ap/20, 
22; A Bigger Role for 
Telephone Interviews, S/17; 
The Boomerang Age, My/24- 
27, 30, 52-53; Catching Up 
to Business, 0/24; Changing 
of the Guard, D/13; The 
Experiment, S/11; Expert 
Systems Can Channel the 
Flood of Data, My/22-23; A 
Family Matter, My/14-15; 
Holistic Marketing, Ja/if; 
Look Before Leaping, F/18, 
20; Men Uncovered, Ji/15- 
16; Mistake Number One, 
Jl/22-23; New Definitions of 
Income, N/14-15; New 
Frontiers for 


Geodemographics, Je/20; No 
Time for Kids, Je/13-14; The 
Rising Tide of Privacy Laws, 
Mr/24; Saving it Up, Ap/11- 
12; Suffragettes at 70, Ag/8; 
Surveyors Confront the 
Sounds of Silence, D/19-20; 
A Thin Sandwich, D/14 


Robinson, John P. | Love My 
TV, S/24-27; It Came from 
California, JI/52-53; The 
Leisure Pie, N/39; Thanks for 
Reading This, My/6-7; The 
Time Squeeze, F/30-33 


Russell, Cheryl. The Best Small 
Cities in America, My/32-34, 
53; Do You Know Your 
Grandparents? JI/2; 
Everyone’s Gone to the 
Moon, F/2; Going for Broke, 
My/12-13; I'll Meet You By 
the Third Pyramid, Ja/2; It’s 
Been Good to Know You, 
D/2; Meet the Next 
Generation, Ap/2; Ten 
Particle Markets, Ag/2; This 
Is Close, F/9; This Sold 
House, Ag/8, 10; Throw Out 
the Script, S/2; Trouble 
Ahead, F/2; Wake Me Up 
When It’s Over, My/2; 
What's News With You? N/2; 
What's Your Opinion? Je/2; 
Who's Who in the Fifth 
Medium? Je/27; Why We 
Aren't Giving You Those 
Numbers, 0/2 


Russell, David. Another 
Roadside Attraction, D/50; 
Fast Growth for Anytown, 
My/47-48; Giving Away 
Koochiching, Jl/47-48; 
Mega-Gamble in 
Minneapolis, N/45-47; 
Motown Makeover, Ag/54- 
55; Wheeling and Dealing, 
Ja/53-54 


Russell, David and Martha 
Russell. Dial 1-800-Omaha, 
Ap/50, 52; Homespun 
Hamburgers, F/44-45 


Schewe, Charles D. and Anne L. 
Balazs. Get in Position for 
the Older Market, Je/38-41, 
61; Playing the Part, Ap/24- 
27, 30 


Schlosberg, Jeremy. Spirit in the 
Sky, F/46, 48; Stalking the 
Elusive Grandparent, JI/32- 
35, 51; Turning Japanese, 
My/48, 50 


Schwartz, Joe. AIDS Avalanche, 
Mr/11; Cash Flow Kings, 
D/11; Catch-22, F/10; Dollar 
Doldrums, Ja/9; Don’t Take 
My Car, S/11-12; Earth Day 
Today, Ap/46-4 1; Fast in 
Florida, F/12; Focus on 
Diversity: The 1990 
American Demographics 
Conference, Ag/19-20, 22, 
24-25; Glomoid, 
Incorporated, 0/13-14; A 
Guide to the 1990 Census, 
Ap/16, 18-20; Happy 
Campers, My/14; Is There 
Life Before Bed? Mr/12; 
Jackpot Jockeys, JI/13; Just 
an Average Jock, My/16-17; 
Make Here, Sell There, 


Ja/11-12; Million Markets, 
S/9-11; The Mind of the 
Mover, Je/49; New Priorities, 
0/13; Perspective: Donald 
Cooke, Geographic Data 
Technology, Je/19; 
Perspective: J. Walker 
Smith, Marketing Spectrum, 
Mr/21; Perspective: Jack 
Beresford, Census Bureau, 
Ji/21; Perspective: Kevin 
Daugherty, ESRI, Ag/18; 
Perspective: Robert 
Drummond, Epsilon, Inc., 
My/21; Perspective: Robert 
L. Gaines, Newspaper 
Advertising Bureau, F/17-18; 


SPANS Scans for Sites, F/20; 


What a Threat, Ag/10; Who 
Owns Who, and What It 
Means to You, Ja/14, 16-17; 
Will Baby Boomers Dump 
Department Stores? D/42-43 


Schwartz, Joe and Thomas 
Exter. Crime Stoppers, N/24- 
27, 30 


Schreiner, Tim and Ruth Hamel. 
Alaska’s Gotham, JI/48-49; 
At the Summit, Ap/48, 50; 
Brigham Young Meets 
Madonna, N/47-48; A 
Coalition That Could 
Transform L.A. Politics, 
D/52; Equity Refugees, 
Ja/58; The West is the Best, 
Mr/57; Where H ve All the 
Cowboys Gone? F/43-44 


Soldo, Beth J. and Elizabeth 
Hervey Stephen. How to 
Judge the Quality of a 
Survey, Ap/42-43 


Stephen, Elizabeth Hervey and 
Beth J. Soldo. How to Judge 
the Quality of a Survey, Ap/ 
42-43 


Sternlieb, George and James W. 
Hughes. Demographics vs. 
Development, My/40-41; 
Home Steep Home, Ja/40- 
43, 64 


Stipp, Horst. Musical 
Demographics, Ag/48-49 


Swenson, Chester A. How to 
Speak to Hispanics, F/40-41 


Ten Kate, Nancy. A Basket Case, 
Je/14-15; Batter Up, 0/14- 
15; Cheating on Baby, 
Mr/12-13; A Dishy Market, 
Ag/13-14; Key This In, F/9- 
10; Let's Coast, JI/16; The 
Littlest Advisers, Ap/14-15; 
The Mousse Man, D/12; Say 
Cheese, Mr/13; There's 
Always a First Time, 0/18 


Thomas, G. Scott. North of the 
Border, Ap/45-46 


Thomas, Richard K. and Russell 
J. Kirchner. New Markets for 
Health Insurance, D/38-41 


Townsend, Bickley. Cashing in 
on Corporate Identity, JI/42- 
43; Going for the Middle, 
Mr/50-51; Hotels of the 
Future, Ja/46-47; Lifelong 
Learning, F/38-39; Marketing 
Assurance, N/42-43; We Are 
the World, My/42-43 
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Townsend, Bickley and Kathieen 
O'Neil. American Women Get 
Mad, Ag/26-29, 32 


Traster, Tina. Hope on 125th 
Street, Ag/55; Stuck In the 
1980s, 0/51 


Turchiano, Francesca. The 
Unmalling of America, 
Ap/36-39 


Waldrop, Judith. Are Black 
Neighborhoods Better? 
N/10-11; Back to School, 
$/4; Bed Time, Ja/10; 
Diapering Dads, My/11-12; 
Dirty Laundry and Clean 
Dishes, D/15; Districting for 
Dollars, Ap/6; Do You 
Believe? N/11; The Dropout 
Myth, 0/15-16; The Fashion 
Harvest, Ag/4; From 

. Handicap to Advantage, 
Ap/32-35, 54; Guess Again, 
Ag/12-13; Here Comes the 
Bride, Je/4; Groceries from 
Heaven, Ap/14; The Holiday 
Countdown, N/4; How Good 

* are the Numbers You're 
Buying? Ji/20-22; It's a 
Struggle, F/10-11; It’s Bad, 
F/12-13; It’s the Cover that 
Counts, JI/18; Leaves of 
Gold, 0/4; Living in Sin, 
Ap/12-43; Many Shoppers 
Are Price-Unconscious, 
D/14; Marketing Mother- 
hood, My/4; Meet the New 
Hire, Mr/16-17: The Mom 
and Dad Gap, My/14; Not 
Qut to Pasture, D/11; Par 
Excellence, My/50-51; The 
Patriotic Sell, Ji/6; 
Perspective: Edward Spar, 
Market Statistics, Ap/18; 
Quiet Celebrations, Ja/4; 
Shades of Black, S/30-34; 
Spending by Degree, F/22- 
26; Spring Cleaning, Mr/6; 
Teens Take Control, Mr/12; 
Too Hot to Handle, Ja/12-13; 
Tuning In, F/4; Up & Down 
the Income Scale, JI/24-27, 
30; The Wavering Wand of 
Wealth, D/15; What’s Your 
Excuse? JI/14-15; Winter 
Wanders, D/4; You'll Know 
it's the 21st Century When..., 
D/22-27 


Waldrop, Judith and Thomas 
Exter. What the 1990 Census 
Will Show, Ja/20-30 


Walsh, Doris. Regional 
Marketing Skills Needed in 
Europe, 0/20, 22-23 


Zelenko, Laura. Feel Like Going 
Home, S/49; High Hopes on 
Hillbilly Highway, Mr/55-56 

Zelinsky, Wilbur. Coming to 
America, Ag/44-47, 56; 
Sister City Alliances, 
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201/464-4400 
PEI siscinncnsiniconnitininntesiannvintnscwiniit p. 32 


* Affluent Market institute 
404/257-0561 


American 

800/828-1133 
| EES ce aOR p. 12 
IE acssessnivinsiitinansstibeananininis p. 24 
II ics heschar aaah itdanndainabdhinetigneninialiad p. 31 
ial iccacsstiasioctatetidaententineepesoiascildia pp. 42, 46 


* American Sports Data 
914/328-8877 


Analysis and Forecasting, Inc. 
617/491-8171 
I a catarnicssionieiniteintinniaciiieniey p. 19 


Analytical Service 
201/232-2723 
eee Ba p. 46 


* Arbitron Company, The 
212/887-1300 
NN sisinincseniinnisinintindianinncita p. 32 


* Birch / Scarborough Research 
305/753-6043 


* Irwin Broh & Associates 
708/297-7515 
Buying Behavior .........2..0..-c-csese-reoe0e p. 27 


* Bruskin Associates 
201/249-1800 
En eee eae p. 45 


* Bureau of Economic Analysis, U.S. 


Department of Commerce 
202/523-0777 
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* Bureau of the Census, U.S. 


Department of Commerce 
301/763-4100 


* CACI 
800/292-CACI 
Advertisement pp. 28-29 
IG icc tcsicictonsnanisconsnannnatonis p.15 
POI ccnsincctcicnsinscscenicesil p. 37 
i EO, 
BD entchensnteeninenincniinnaiicetentsinens p. 


* Cambridge Reports / Research Interiia- 
tional 


617/661-0110 


* Canadian Market Analysis Centre 
800/829-3004 
IID iicenicicctntinninistvenneien p.15 
INIT sisciecsinisiosnccanichsnnsin p. 37 


Center for the Continuing Study of the 
California Economy (CCSCE) 
415/321-8550 
II snriaph icsticersndaicaenenennned p. 18 
NN cisiininicinisdtinasiimeysisaincnions p. 18 
ass cnchncniaridonckasanibenbiioranpianreion p. 43 


* Center for Mature Consumer Studies 
404/651-4177 


* Citicorp POS 
203/975-6000 


* Claritas 
703/683-8300 
Advertisement Inside Cover 
ID cenit copcsiincsinnienninstabiicnnvi p. 15 
Psychographics ..........+- eae 2 
is eestilinceniestahinisincniteieinnceachiipennnecs p. 40 


* CMT Data Corporation 
201/585-8900 
FID iiericintcnernitionsinnnnncain p. 23 
I viaciicciiessinnceonsineisenennesaiic p.15 
eee p. 33 





* CollegeTrack inc. 
212/319-5880 
Buying Behavior ..............0.0.0200.000000 p. 30 
IG eicesicssinisapinniiteasicasintt p. 19 


416/348-9180 
Demographics 
Psychographics 
SI ssenesmmnancesntcansecesiensinibonvenscianasennss 4] 


* Computerized Marketing Technology 
516/932-4500 
IE si iicrscicssernsininerecsiiion p.15 
I IE sciccncinizinssvansicininnron p. 30 


* Conference Board, The 
212/759-0900 


™ 


800/533-7742 
TI isisasicittaniniicinicnncnacatomsiiien p. 20 


DataStat 
313/994-0540 
Buying Behavior ................0.0s0ses0000es p. 2 


Decision Research Corporation 
617/861-7350 
NE ianctsschiciiesetabiitasianclantiataaae p. 4: 


* Donnelley Marketing Information 
Services 
800/866-2255 
IE siccsncccicsnicnicsainipicnnsasion p. 
Demographics 
Psychographics 


* DRI/McGraw-Hill 
800/541-9914 
eT p. 


Duplexx, Inc. 
508/745-7144 


Pn Te p. 





* Employee Benefit Research Institute 
{EBRI) 
202/659-0670 


Epsilon 
617/273-0250 
Direct Marketing .................0.0-0-0seeee p. 36 


* Equifax Marketing Decision Systems 
619/942-7000 
Gs vivcsisieceesicecansincionsiniien p. 16 
NE ND soivsiicinsinicninninn p. 33 
FTES asin sccsonsesnencsectneosneses p. 22 
WN sacccsccccusicesactteniadtiaecinadanieel p. 42 


* Federal Reserve System (Board of 
Governors) 
202/452-2906 


* Food Marketing Institute, The 
202/429-8276 


FutureScan 
213/451-2990 
I i cnet en eatas Sie da eo p. 46 


* Futures Group, The 
202/347-8165 


* Gallup Organization, The 
609/924-9600 


Geographic Data Technology 
603/795-2183 
NIE sciiiccicsiesceotiitnicctinintnsine p. 20 


* Harte-Hanks Direct Marketing 
201/342-6700 


Hawthorne Software Co., Inc. 
201/304-0014 
| RSE eects a eS ate anne p. 38 


Hispanic Market Connection 
415/855-9162 
BE ee ee p. 44 
Ethnic Marketing .................0..0.s.00+ p.25 


* Hispanic Marketing Research & 
Communcations 
512/7 “§-2000 


* Immigration and Naturalization Service 
202/376-3066 


* Impact Resources 
614/888-5900 
Buying Behavior ................-s0sesesevees p. 30 
IO oscvictonsisiiiarnimiainnionunis p. 16 


* Information Resources, Inc. 
617/890-1100 
Buying Behavior 
Ps encnatciuntintionnmnaaetion p. 42 





* Institute for Social Research 
313/764-8363 


* Institute of Outdoor Advertising 
212/986-5920 


Intelligent Charting 
800/321-7002 
I cise ucssoicentivinninievnionenitamapaten p. 38 


J.D. Power & Associates 
818/889-6330 


Kenneth Danter & Company 
614/221-9096 


Langer Associates 

212/391-0350 
TID orssisecsscinsstscerisesemntns p.4 
Psychographics 

Lexicon Naming 

415/352-1811 
TI ssccerisinivccnccceationesion p. 43 
Psychographics ..... 
FN sisevicintnssccseeasiceivettcbnisoasninnatiey p. 44 


LIMRA International 
203/677-0033 


Link Resources 

212/627-1500 
Buying Behavi0r ...........0.1.s0cseseseeeees p. 30 
RE tincecicesndrencnaicriancnioen p. 44 


Louis Harris and Associates 
212/698-9600 
Buying Behavi0r ................+.0+0e0e00000 p. 27 
DUD sscccvicssssrsisnivcsisienssive p. 37 


Management Horizons 
614/764-9555 


Maritz Marketing Research Inc. 
314/827-1949 
ID acciissinirccenictsnuisiisisnvinerci p. 26 
Buying Behavi0r .........0...1.10sse0eeeseeeee p. 27 
Tools..... me 





Market Data Retrieval 
800/243-5538 
EE TIE ascvisocicinveintinrcnenion 
PN iectstncioniabinniicctiiicernashieulatcsnciae 


Market Facts, Inc. 
212/460-8585 


Market Metrics 
717/397-1500 


Market Statistics 

212/984-2382 
NE ciiceiniiicnnncnncinmninnn ‘ 
I  oasasiat vei cnsntepibstrcmanarntaaitan 





MBS MultiMode 
516/673-5600 
Direct Marketing ............0..sssscsseeeees p. 36 


Mediamark Research, Inc. 
212/599-0444 
Media p. 31 
FING sssrsscrccrrscesizeiemenvers p. 24 
ene SES Saw eee pp. 40, 45 





Mendelsohn Media Research 
212/677-8100 


Metromail 

402/475-4591 
TE ivisivicsiincsnnscencnsin p.2 
Buying Behavior ..........0.0.0.s0seseeeeees p. 27 
DIR sos ces csessevesiniienneanise p.17 
SUES FID consncsiscscirscsvnsccnncens p. 33 


Metropolitan Life Insurance Company 
212/578-2211 


Meyers Group, The 
818/501-8905 
IG oasis cscisscorcttencrcrsnctionll p. 18 


MRCA Information Services 
203/324-9600 


National Association of Realtors 
202/383-1000 


National Center for Education Statistics 
800/424-1616 


National Center for Health Statistics 
301/436-8500 


National Demographics & Lifestyles 
303/292-5000 
IIIS isntinsnisneciossrncvsreicsvaanens p.17 
i a ee p. 36 
ON ciiinininsecemncenibeciainnniie pp. 40, 43 


National Opinion Research Center 
312/702-1200 


National Planning Data Corporation 
607/273-8208 
ING i scscscineceespesssvissvscinenevts p. 17 


National Research Corporation 
402/475-2525 


National Restaurant Association 
800/424-5156 


National Sporting Goods Association 
708/439-4000 


NFO Research, Inc. 
419/666-8800 
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* Mielsen Media Research 
212/708-7500 
Media Research ............-....0.0-0ssesse0es p. 32 


* North American Communications, Inc. 
914/273-8620 


North American Marketing Enterprises, 
inc. 
914/273-8620 

IE ceiisaiiicanseniciinsiascsiiii p. 33 


* NPA Data Services 
202/265-7685 


617/482-1534 
ID cciincsccntnianinnanisisinnacnsaaniis p. 24 


Oryx Press, The 
800/279-ORYX 
Tools 


* Payment Systems, inc. (PSI) 
813/287-2774 
Buying Ben 








* Population Reference Bureau 
202/639-8040 


* Prevention 
215/967-5171 


P-STAT, inc. 
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* Roper Organization, The 
212/599-0700 


* Runzheimer International 
414/534-3121 


Scientific Telephone Samples (STS) 
714/731-8576 
a ceccintetinesiiticinstianitnantininesnceinian p. 45 


* Simmons Market Research Bureau 
212/916-8900 


* Slater-Hall information Products 
202/682-1350 


SPSS Inc. 

312/329-2400 
IIE aiecsecicnssnticsininnacnincsin 
Buying Behavi0r .......20..-...000e0-resese00s . 
RE sictensncniesnciincsnsiaseeseesaiicien . 


+ SRI international 
415/859-3235 
Psychographics / Lifestyles .........0--.-. b 


Starch INRA Hooper 
914/698-0800 
PI isativelioeLictaiaisidsisidipeicitsinisisuidiiibaaiah ” 


* Starch 
914/698-0800 


* State Data Centers 
301/763-1580 


* Statistics Canada 
613/951-1091 


408/985-7400 
Advertisement 
Tools 


* Strategy Research Corporation 
305/649-5400 








* Sunset Magazine 
415/321-3600 


* Survey Research Center, University of 
Michigan 
313/764-8365 


* Survey Sampling 
203/255-4200 
Tools 





TargeTrends 
203/968-8763 
Buying Behavior .......2..00000ececeeeeeeeeene fe 





* Teenage Research Unlimited 
708/564-3440 
Demographics p. 19 





* Tetrad Computer Applications Ltd. 
604/685-2295 
I rnc inensnsiciencialabnasincentianal p. 42 





* TRW Target Marketing Services 
714/385-7681 
Demographics . 





Tydac 

703/522-0773 
FERRE eee eect p. 47 
NE sicsitiiseen inttitacaianccesinied p. 20 
Tools pp. 38, 40, 42 





* UCLA’s Higher Education Research 
Institute 
213/825-1925 


* Urban Decision Systems 
800/633-9568 
Advertisement Back Cover 
I vec ccenstascivvninenimcnsvviviin p. 18 
Tools p. 42 





* U.S. League of Savings Institutions 
312/644-3100 


* U.S. Travel Data Center 
202/293-1040 


Wall Street Journal 
212/808-6600 


818/787-6277 
Advertisement p. 42 
SI scericesesioiesceiiatadiuicciiomtina p. 44 








+* Women’s Research & Education institue 
202/328-7070 


* Woods & Poole Economics, inc. 
202/332-7111 

Advertisement 

Demographics 

Tools 











W-Two Publications, Ltd. 
607/277-0934 
ee ee p. 37 


* Yankelovich Clancy Shulman 
203/227-2700 
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